In recent years, research has revealed the importance of Corporate Social Responsibility (CSR) and its significant impact on organizational performance. Also, scholars have recognized that consumers' attitudes and behaviors towards products and organizations are greatly influenced by organizational CSR programs and strategies. Consumers are generally recognized as one of the primary stakeholders of organizations in the marketing exchange process hence their perceptions of CSR are important since stakeholders' perceptions influence organizations' CSR practices. Given the vibrant nature of the service industry in Nigeria in general and telecommunication industry in particular, this study applied the Analytic Hierarchy Process (AHP) Model to determine consumers' perceptions of the CSR activities and strategy for organizations in the Nigerian Global System for Mobile (GSM) telecommunication industry. To achieve these aims, a sample of 600 consumers of the four major operators in the Nigerian GSM telecommunication industry (MTN/AIRTEL/GLO/ETISALAT) were drawn from tertiary institutions using the convenience sampling technique. The data obtained was analyzed using descriptive statistics and the Expert Choice software. Findings show that the CSR activities consumers feel organizations in the Nigerian GSM telecommunications industry should place high priority on are: Organizing or participating in public welfare activities, encouraging employee's voluntary welfare programs, Improving employee welfare (facilities and benefits), Active contribution of tax to government and Contribution to cultural and literacy programs.
Introduction
In order for organizations to survive in the competitive marketing environment, they need to note that their long term survival partly depend on their ability to confront social and environmental issues by being socially responsible (Collier & Esteban, 2007) . In recent years, research has revealed the ________________________ * Corresponding author importance of Corporate Social Responsibility (CSR) and its significant impact on organizational performance (Dixon-Ogbechi, Aiyeku, Haran and Jarutirasarn, 2011) . The concept CSR has been defined in different ways by various scholars. For instance, Pitt (2012) defined CSR in terms of three distinct constructs: environmental CSR, external social CSR and internal social CSR. Environmental CSR encompassed any action undertaken in order to promote environmental sustainability; external social CSR dealt with initiatives aimed at addressing the needs of individuals and communities while internal social CSR dealt with the degree to which organizations address social asymmetries with regards to gender, race, sexual orientation and disability (Aguilera, Rupp, Williams & Ganapathi, 2007; Orlitzky, Siegal &Waldman, 2011; Pitt, 2012) . Given this, our study is concerned with the aspect of external social CSR aimed at satisfying the consumers' needs and wants. Some scholars such as Swaen & Chumpitaz (2008) , Persais (2002) and Guchait, Anner and Wu (2012) viewed CSR as "obligations that companies have to integrate environmental and social parameters into their modus operandi and long-term development policies". To this effect, Robins (2005) and Málovicsa, Csigéné and Kraus (2008) opined that CSR is centered on the notion that the business sector should not only concentrated on profit-oriented commercial activities but also play a noneconomic role in society.
Given that research has shown that consumers have a favourable attitude towards companies that engage in CSR (Beckmann, 2012) and that corporate socially responsible activities can create emotional bonds between consumers and organizations' brands and products (Cristache, Micu, Micu, and Susanu, 2010) , this study applied the AHP model to determine whether consumers have preference for certain CSR activities of organizations. This is of essence because knowledge of the relative importance of the factors that affect customers' decisions can assist in the optimal allocation of organizational resources and development of appropriate CSR strategies.
Statement of Problem
Scholars as well as practitioners have understood the potential benefits of CSR and its impact on consumers' purchase decisions (Swaen & Chumpitaz, 2008) . Also, according to Guchait, Anner and Wu (2012) , research by various scholars have revealed the influence of customers' perceptions of CSR on their attitudes towards organizations and their products. Furthermore, scholars such as Berens, van Riel, & van Bruggen (2005) and Sen & Bhattacharya (2001) have recognized that consumers' attitudes and behaviors towards products and companies are greatly influenced by organizational CSR programs and strategies. Yet, Pitt (2012) and Guchait, Anner and Wu (2012) are of the opinion that most research on CSR focus on product-oriented organizations. Consumers are one of the primary stakeholders of organizations in the marketing exchange process (Pitt, 2012) hence their perceptions of CSR are important since stakeholders' perceptions influence organizations' CSR practices (Dawkins & Ngunjiri, 2008 ). Yet, as opined by Beckmann (2012) , the relationships between CSR activities and consumers-asstakeholders' perceptions, attitudes and behaviours is still under researched. Thus, this study seeks to add to the existing body of research by applying the AHP model to determine consumers' preference for certain CSR activities of organizations (Folkes & Kamins, 1999; Hunt & Vitell, 1992; and Pitt, 2012) .
Purpose of Study
This study seeks to: i. Investigate how consumers rank the CSR activities embarked upon by organizations in the Nigerian GSM telecommunications industry using the AHP model. ii.
Determine consumers' relative importance ranking of the CSR activities performed by organizations in the Nigerian GSM telecommunications industry. iii.
Determining the CSR Strategy for organizations in the Nigerian GSM telecommunications industry.
Research Questions
i. How do consumers rank the CSR activities embarked upon by organizations in the Nigerian GSM telecommunications industry using the AHP model? ii.
What is consumers' relative importance ranking of the CSR activities performed by organizations in the Nigerian GSM telecommunications industry? iii.
What is the CSR Strategy for organizations in the Nigerian GSM telecommunications industry?
Literature Review
Research by various scholars has shown that CSR has a significant impact on organization's economic and financial performance (Luo & Bhattacharya, 2008) hence organizations are incorporating it in corporate management (Swaen & Chumpitaz, 2008) . Also, scholars such as Cristache, Micu, Micu, and Susanu, (2010) have identified the economic benefits of an organization's CSR to include greater market share, high turnover and increase in consumers trust and loyalty. Craig (2012) investigated the impact that CSR has on perceptions of the reliability of a company's products and concluded that organizations have a responsibility to more than just their shareholders. Smith, Read, and Lopez-Rodriguez (2010) studied Customer Perceptions of Corporate Social Responsibility and discovered that consumers may make inferences about an organization's CSR performance on the basis of very limited information. Stawiski, Deal, and Gentry (2010) in their study opined that CSR is believed to result into increased corporate profitability because it is linked with more favourable corporate evaluations, increased purchase behaviour, higher customer satisfaction and market value of a firm and improves both customers and employees' perceptions of the organization.
In the same vein, Ioannis, and George (2010) Kennedy, Ferrell, & LeClair (2001) and Wessels (2003) investigated the influence of CSR on brand image and consumer trust.
In view of the fact that research by Guchait, Anner and Wu (2012) revealed that most CSR related studies had been done in product-based industry while ignoring the service sector (Kang, Lee, & Huh, 2010), we therefore decided to add to the body of knowledge by focusing on the service sector. Since the 1990s, the stakeholder perspective has started gaining ground hence organizations need to be socially responsible to their stakeholders (Pinkston & Carroll, 1994; Moir, 2001) . Consumers are one of the primary stakeholders of organizations in the marketing exchange process (Pitt, 2012) hence their perceptions of CSR are important since stakeholders' perceptions influence organizations' CSR practices (Dawkins & Ngunjiri, 2008) . Given the vibrant nature of the service industry in Nigeria in general and telecommunication industry in particular, this study applied the AHP Model to determine consumers' perceptions of the CSR activities and strategy for organizations in the Nigerian Global System for Mobile (GSM) telecommunication industry.
Theoretical framework and model development
This study was based on the AHP model developed by Saaty (1980) . The AHP was adopted because it has been successfully applied to solve multi-criteria decision making problems (Saaty, 1980; 2000) and it is a simple, logical and quantitative approach to reach the best decision (Abdullah and Egbu, 2011) . For instance, Mohammad, Amir, Amir, Abolfazl, Reza, Seyed, and Arezou ( 2011) used it in the supplier selection process, to determine suitable suppliers who are able to provide the buyer with the right quality products and/or services at the right price, at the right time and in the right quantities. Also, Schoenherr, Rao Tummala, and Harrison (2008) used the AHP to assess supply chain risks by evaluating the importance of each risk factor with a view of determining the best alternative. Thus, we used the AHP to determine how consumers rank the CSR activities embarked upon by organizations in the Nigerian GSM telecommunications industry with a view to using this knowledge to determine the CSR strategy for such organizations.
In order to adapt this study to this model we needed to identify the goal (Determine Customers' CSR Activity Ranking); the criteria (CSR activities of organizations) and the alternatives (the four GSM operators). A description of the AHP model is presented in the theoretical framework below.
FIGURE 1: THE FOUR GSM OPERATORS AHP MODEL
Source: Developed by the authors for this study
Overview of the Nigerian Global System of Mobile Communication (GSM) Telecommunications Industry
The by becoming the first telecoms operator to launch commercial GSM services in Nigeria. The vision statement of Airtel is "being the most loved brand in the daily lives of Nigerians". In order to actualise this vision in the highly competitive Nigerian telecommunications market, AIRTEL was the first to: introduce toll-free 24-hour customer care, launch service in all the six geo-political zones in Nigeria, introduce affordable recharge denominations, introduce monthly free SMS and introduce monthly airtime bonus. In addition to these AIRTEL also offer a portfolio of innovative products and services ranging from exciting voice solutions to inventive data packages and mobile broadband to its consumers (AIRTEL .
GLO
Globacom Limited is a telecommunications company and a member of the Mike Adenuga Group. GLOBACOM was launched in Nigeria in 2003, with the vision to be the telecommunications market leading service provider in Nigeria and also with a dream of building Africa's biggest and best telecommunications network. Glo Mobile, a subsidiary of GLO, is GLO's Mobile Network Unit which in the first year of operation, had one million subscribers in over 87 towns in Nigeria and over 120 billion Naira in revenues this has risen to over 25 million subscribers in a few years of operations (ITRealm, 2009; Wikipedia, 2012 Emirates. In Nigeria, Etisalat made the first official call on its network on 13 March 2008 and in September of the same year, it kicked off commercial operations with the innovative '0809uchoose' campaign which enabled Nigerians choose numbers special to them as their mobile numbers. However, ETISALAT did not start Full commercial operations until October 2008. Even though it is the youngest in terms of introduction into the Nigerian GSM industry, as of 2011, the subscriber base of Etisalat Nigeria has grown to 15 million (UAE Interact. Com, 2012; Etisalat Nigeria (2013) .
Methodology

Research Design
The exploratory research using the quantitative approach was used for this study.
Population and Sample Size
The population of this study is organizations in the Nigerian GSM telecommunication industry. A sample of the four major operators in this industry namely: MTN, GLO, Airtel and Etisalat were selected based on the judgmental sampling technique. On the other hand, convenience sampling technique was used to select a sample of 600 consumers of these four major operators from tertiary institutions other than universities namely: Lagos State Polytechnique, Yaba College of Technology, Lagos City Polytechnique and Federal College of Education in Lagos metropolis.
Instrumentation
In order to gather data, a self-completion questionnaire was designed by the authors. The questionnaire was divided into two sections. Section A was divided into two parts. Part I sought for demographic data of the respondents while part II sought for data about consumers' service provider; while Section B sought for data on relevant variables. Section A was designed using closed-ended, open-ended and multiple choice response structures; while section B was designed using the modified version of Saaty's scale of preference using relevant CSR variables identified in previous studies by Dixon-Ogbechi et al. (2011) . Subsequently, the instrument was validated through content analysis and pilot study on a sample of 40 respondents.
Data Analytical Procedure
The data obtained in Section A was analyzed using descriptive statistics while section B was analyzed using the Expert Choice model.
Results and Discussion
Response Rate
Out of the 600 instruments administered, 508 were returned resulting in a response rate of 84.67%. However, after the data editing process 387 (64.5% ) questionnaires were correctly filled and used for this study.
Demographics
Findings reveal that 219 (57%) of the respondents were male while 166(42%) were female. Three hundred and forty four (89%) of them fell between 17 -30 years of age; 271 (70%) of them were full time students and 340 (88%) of them spent (600-5,000 naira as monthly GSM phone bill). Also, 304 (79%) of the respondents had contributed to a charitable cause at least once. The GSM service provider of 188 (49%) was MTN, followed by 101 (26%) was AIRTEL, 71 (18.3%) was GLO and 46 (11.9%) was ETISALAT while very few of them (04%) used more than one provider. Almost all the respondents (371 i.e. 96%) pay for their own GSM service and 308 (80%) of them were on a prepayment plan.
Consistency Index (CI)
The consistency ratios of all the pair-wise comparison matrices were less than 0.1, hence the judgments of the respondents were all seen to be consistent and therefore acceptable.
Composite Priorities
The priorities for the critical importance of the factors for the four organizations are as presented in the following table. The table above shows that consumers believe that the important CSR activities organizations in the Nigerian GSM telecommunications industry should engage in are mostly Organizing or participating in public welfare activities (OPPWA) which had the highest rank closely followed by Encouraging employee's voluntary welfare programs (EEVWP) and Improving employee welfare (facilities and benefits) [IEW] . These were then followed by Active contribution of tax to government (ACTG); Contribution to cultural and literacy programs (CCLP); Improving pollution control / environment impact (IPCEI); Contribution to the development of youth and sport (CDYS); Contribution to vulnerable group (CVG) and Donation to charitable and public welfare organizations (DCPWG) respectively. Table 2 above reveals that MTN has the highest composite priority and ranking followed by AIRTEL, GLO and ETISALAT respectively.
Conclusion and Recommendation
The results of the AHP model showed consumers' perceptions of the CSR activities organizations in the Nigerian GSM telecommunications industry should engage in. Though nine different CSR activities were listed, a close look at the results revealed that consumers place a high priority on organizing or participating in public welfare activities (OPPWA), closely followed by encouraging employee's voluntary welfare programs (EEVWP), improving employee welfare (facilities and benefits) [IEW] , active contribution of tax to government (ACTG) and by contribution to cultural and literacy programs (CCLP) whose combined priorities (0.787) are far more than those of the other CSR activities combined. The quantitative values (composite priorities) can be used as a percentage basis for budgetary allocation to the various activities. Results also showed the order in which consumers believe the organizations should engage in these CSR activities with MTN and AIRTEL having the highest combined priorities (0.732); this implies that these organizations may need to revisit their present CSR strategies in order to satisfy their consumers better. This is particularly important given that research has shown that organizations that participate in CSR will have more customers, face low business conflict and have more loyal employees (Dixon-Ogbechi et al., 2011) .
Given this and the fact that organizations that hope to compete effectively need to take consumers' perceptions into cognizance we recommend that organizations in the Nigerian telecom industry should invest a larger part of their CSR budget to the above mentioned CSR activities as prioritized by consumers based on the AHP model.
Further Studies
This study used the AHP model to determine the CSR strategy for organizations in the Nigerian GSM telecommunications industry based on consumers' perceptions. Further studies can be conducted to investigate the socially responsible activities these organizations are actually investing in with a view of finding out whether their thinking is in line with consumers' thinking.
